Abstract
Introduction
Economic growth is increasing at this time. It makes the need for transportation equipment much needed by consumers. At this time, consumers are getting easier to get information and have many choices.
As a result, consumers are increasingly selective in choosing products to buy. Factors to choose the desired product are the value or benefit factors that will be obtained by consumers after buy a product. In addition to value and benefit factors, consumers also consider the brand and quality of products that are able to provide satisfaction to consumers. Today's automotive industry, especially trucks, is encouraged to enter into even greater competition in order to attract consumers to make purchasing decisions.
According to Aaker (1997) , brand equity is a set of brand assets and liabilities related to a brand, name and symbol, which increase or decrease the value given by an item or service to the company or the company's customers. Brand equity can be grouped in five elements, namely brand awareness, perceived quality, brand association, brand loyalty, and assets from other brand rights (other proprietary brand assets) (Aaker, 1997) . Brand awareness is the ability of a prospective buyer to recognize and recall that a brand is part of a particular product category. Brand awareness is not only a memory but also a learning process for consumers of a brand that ultimately can become a consideration for consumers in buying a brand (Aaker, 1997) . Perceived quality (Astuti & Cahyadi, 2007 ) is a customer's perception of attributes that are considered important to him. Customer perception is an assessment, which is certainly not always the same between one customer and another customer. Positive quality perceptions can be built through efforts to identify quality dimensions that are considered important by customers, and build quality perceptions on the important dimensions of the brand. Brand association is everything related to memory about a brand (Aaker, 1997) . A brand is a series of associations, usually strung together in sharing meaningful forms. An established brand will have a prominent position in a competition because it is supported by strong associations (Humdiana, 2005) . Brand associations can provide value to a brand from the consumer side and from the company side. Brand loyalty is a form of loyal customer behaviour towards brands and not changing brands (Astuti & Cahyadi, 2007) . Several studies related to this research topic are (Jintu et al., 2012; Mustofa & Sutopo, 2013; Silaen et al., 2015; Fadhilah, 2015; Gunawardane, 215, Manzoor & Shaikh, 2016; Hariyanto et al., 2017) . The research gap is explained as this research specifically discussed customer decision to truck brand selection, while others discuss other products with different variables.
PT. AIIS is an automotive manufacture with brand I that produce some products including cars and trucks. Data obtained from PT. AIIS shows that the Market Share Light Truck (ILT) segment every year has decreased. In 2014, the company's market share stood at 27.12%. However, in 2015 it decreased to 25.70% and declined further in 2016 which was at 21.19%. Therefore, the purposes of this study are to analyze the effect of brand awareness, brand associations, perceived quality on the purchase decisions of ILT trucks and determine the most dominant factors in the decision to purchase ILT trucks. The results of the study provide recommendations on the indicators contained in the factors that most influence the purchasing decision.
Methods
This research was conducted by distributing questionnaires to consumers who have purchased ILT trucks with Light Truck type truck segments at PT. AIIS. The type of data used in this study are qualitative and quantitative data, while the data sources used in this study are primary and secondary data.
There are two variables in this research, namely the independent variable and the dependent variable. The independent variable consists of 4 elements, namely brand awareness, brand association, perceived quality and brand loyalty (Durianto & Sugiarto, 2001; Jalilvand, 2011; Nigam & Kaushik, 2011; Soebianto, 2014) . The definition of research variables can be seen in Table 1 . The method in this study used descriptive qualitative analysis and quantitative descriptive analysis with multiple regression. This method is selected due to the accuracy of the variable related the topic of this research. Durianto and Sugiarto (2001) discusses in general the brand behaviour, while Nigam and Kaushik (2011) presents impact of brand equity on customer purchase decisions. Soebianto (2014) examines the motorcycle brand in specific term. The research hypotheses are: H1: Brand awareness has a positive and significant effect on purchasing decisions. H2: Brand associations have a positive and significant effect on purchasing decisions. H3: Quality perception has a positive and significant effect on purchasing decisions. H4: Brand loyalty has a positive and significant effect on purchasing decisions. The population in this study were consumers who came to PT AIIS and decided to buy ILT trucks. The number of consumers in 2016 was 125 consumers consisting of 75 service/logistics companies, mining businesses and transporters, 28 private owner consumers and 22 government/official customers. Sampling in this study used the Purposive sampling method. The researcher selected respondents by randomly distributing questionnaires to prospective respondents who had purchased trucks at PT. AIIS. Due to the size of the population of this study a number of 125 were taken from the database of customers who had purchased ILT trucks at PT. AIIS in 2016, then the number of samples of this study was determined used Slovin formula. Slovin's formula can be described as follows: Based on calculations with the Slovin formula above, the number of samples is 95.23 ≈ 96, but to facilitate the research, the number of samples is rounded up to 100 respondents.
Result and Discussion
All research variables were passed the validity, reliability and normality tests. Multicollinearity test results can be seen in Table 2 . The results of Tolerance and VIF values on each independent variable (independent) indicate that the Tolerance value> 0.1 and VIF value <10 so it can be concluded that there is no multicollinearity between independent variables.
Heteroscedasticity test is performed to find out whether in the regression model variance occurs inequality from the one observation to another observation residual with the results as shown in Figure  1 . The results of heteroscedasticity testing with the Scatter Plot Graph show that the distribution of dots does not form a particular pattern and the spread is in above and below the Y axis zero point so that it can be concluded that there is no problem of heteroscedasticity.
Heteroscedasticity testing with Scatter Plots are analyzed visually so that they have high subjectivity. Therefore, heteroscedasticity testing needs to be strengthened by statistical tests through Park Test with the results as shown in Table 3 . The results of testing the effect of independent variables on residual logarithm values presented in the table above yields a significance value of> 0.05 on brand awareness, brand association, and brand loyalty variables which means that heteroscedasticity problems do not occur. A purchase decision is a selection of two alternative choices or more consumers on a purchase (Schiffman and Kanuk, 2008) 1. I bought ILT according to my needs. X18 (Soebianto, 2014) 2. Before making a purchase, I searched for information about ILT X19 (Soebianto, 2014) 3. I conducted an evaluation by comparing ILT with other brands before making a purchase decision X20 (Soebianto, 2014) 4. I decided to buy ILT because it was what I expected X21 (Soebianto, 2014) Multiple regression test is an analysis technique used to test the effect of brand awareness, brand association, perceived quality and brand loyalty on purchasing decisions. Testing with multiple regression tests, there are three stages of analysis that must be done, namely the partial significance test, model feasibility test, and analysis of the coefficient of determination. The results of these tests are described in Table 4 .
From table 4, we can see the multiple linear regression equation as follows:
Y = + 1 X 1 +  2 X 2 +  3 X 3 + 4 X 4 + e Y =3,406 + 0,513X 1 + 0,078X 2 + 0,326 X 3 + 0,051X 4 + e Based on the above equation it can be seen that:  A constant value in the multiple linear regression equation has a positive value of 3.406, which means that if the independent variable (brand awareness, brand association, perceived quality, and brand loyalty) is zero (0), the purchasing decision will increase by 3.406.  Brand awareness (b1) regression coefficient of 0.513which means that brand awareness has a positive effect on purchasing decisions. So each increase in brand awareness by 1 (person) will increase the purchasing decision by 0.513.
 Brand association (b2) regression coefficient of 0.078 which means that brand associations have a positive and insignificant effect on purchasing decisions. So any increase in brand association of 1 (person) will increase the purchasing decision by 0.078.  Quality perception (b3) regression coefficient is 0.326, which means that perceived quality has a positive effect on purchasing decisions. So each increase in perceived quality by 1 (person) will increase the purchasing decision by 0.326.  Brand loyalty (b4) regression coefficient is 0.051, which means that brand loyalty has a positive and insignificant effect on purchasing decisions. So each increase in brand loyalty by 1 (person) will increase the purchasing decision by 0.051. The F test is used to determine whether the independent variables together or simultaneously affect the dependent variable. Following are the results of testing the feasibility of the model for the second equation presented in Table 5 below.
Because F count > F table or 27.941> 2.47 with a significant value that is equal to 0,000 which is less than α (0.05) it can be concluded that H 0 is rejected which means that there is a significant effect of the independent variable namely brand awareness (X1), brand association (X2), perceived quality (X3) and brand loyalty (X4) simultaneously on the dependent variable, namely the decision to purchase trucks. The results of the T test of brand awareness variable obtained a t count of 6.554 with a significance level of 0,000. By using the 0.05 limit, the t table value is 1.985. This means that the value of t count > t table and significance value <0.05 so that it can be concluded that the brand awareness variable has a positive effect on purchasing decisions. That is, high brand awareness is marked by the placement of the brand at the highest level in the customer's mind. From the results of interviews conducted, consumers know that the ILT has its own identity with other brands of light trucks, which are characterized by white color. This identity makes consumers know what ILT is like. However, there are still consumers who have bad brand awareness because there are many brands for light truck segments so that ILT are not the most remembered brand by consumers. This is reinforced by the truck brand image from a competitor which is better because it was first launched before ILT. The results of this study are in line with several previous studies which also examined the effect of brand awareness on purchasing decisions. As in the study conducted by (Jintu et al., 2012) , it also shows a significant positive effect of brand awareness on purchasing decisions. Thus, the better the level of consumer brand awareness of the ILT, the higher the level of purchase. 
T-Test
The T test shows how far the influence of an independent variable individually explains the dependent variable. In this study, the T test was used to determine the effect of partial brand awareness, brand association, perceived quality, and brand loyalty on purchasing decisions. The T test is conducted by identify the value of t and the value of Sig. in the output table.
The test results can be seen in table 6.
The results of the T test of the brand association variable obtained a t count of 1.051 with a significance level of 0.296. By using the 0.05 limit, the t table value is 1.985. This means that the value of t count <t table and significance value> 0.05 so it can be concluded that the brand association variable does not affect the purchasing decision. According to the results of interviews conducted with consumers, the resale price of ILT is lower than its competitor. It only marketed the type of light truck in 1995 while the competitor marketed the type of light truck for quite a long time and the population was quite large. Recently, the competitor holds the largest share of the sale of light truck types. So that the brand image of the competitor light truck is better known in the minds of consumers. This means that the stronger the brand image the better the resale price of the product. This also shows that a good brand image also influences purchasing decisions. The findings of this study are in line with the research conducted by (Fadhilah, 2015) which in the study showed that brand associations proved no significant effect on purchasing decisions. In accordance with what is said by (Shiffman & Kanuk, 2008) positive associations are able to create a brand image that is in accordance with the wishes of consumers, so that it can create consumer confidence in the decision to purchase the brand.
The results of the T test perceived quality variable obtained a t count of 4.025 with a significance level of 0.000. By using the 0.05 limit, the t table value is 1.985. This means that the value of t count > t table and significance value> 0.05. So, it can be concluded that the quality perception variable has a positive effect on purchasing decisions. From the results of interviews conducted with consumers of ILT, they consider that the quality of ILT can be perceived well by consumers because the quality of the trucks is in accordance with consumer expectations. Consumers consider the quality of the design, performance and durability of ILT is fulfil their expectation. However, there are still consumers who state that the perception of the quality of ILT is not compensated by good vehicle repair services. Thus, the better the perception of quality created, the higher the purchasing decision process. Impressions or perceptions of the whole product or service can determine the value of the product and directly influence the process of making consumer purchasing decisions. The findings of the result of this study regarding the effect of perceived quality on purchasing decisions is in line with some previous studies that have examined the same variables. In a study conducted by (Jintu et al., 2012) , it shows the same results with this study where perceptions of quality proved to have a positive effect on purchasing decisions. This means that the better the quality found in ILT, the better the consumer's perception of the product. If consumers perceive ILT as having good quality, the consumer's purchasing decision on ILT will also increase.
The results of the T test of brand loyalty variable obtained a t count of 1.027 with a significance level of 0.700. By using the 0.05 limit, the t table value is 1.985. This means that the value of t count <t table and significance value> 0.05. So, it can be concluded that the brand loyalty variable does not affect the purchasing decision. This is because efforts to maintain relationships with consumers are often inaccurate, especially in anticipating changes in the behaviour of consumer loyalty. Even they tend to forget about existing consumers and emphasize steps to get new customers. According to interviews conducted with consumers of truck owners, consumers suggested that the management of PT. AIIS needs to improve its customer relationship strategy so that existing customers do not switch to other truck brands. This study result is, in line with the research conducted by (Manzoor & Shaikh, 2016) where in the study brand loyalty proved to have a positive and not significant effect on purchasing decisions.
Analysis of the determination coefficient is performed to find out the ability of the independent variable to explain the variation that occurs in the dependent variable with the results as shown in Table 7 . The coefficient of determination used in this study is the value of Adjusted R Square which is equal to 0.521 or equal to 52.1%. This shows that the independent variable of brand awareness, brand association, perceived quality and brand loyalty is able to explain variations that occur in purchasing decisions of 52.1% while the remaining 47.9% of purchasing decisions are influenced by other variables not examined in this study. The findings from the results of this study regarding the proof of brand awareness are the most dominant variable in purchasing decisions, in line with several previous studies that have examined the same variables. The study conducted by (Hariyanto et al., 2017) also showed the same results with this study where the awareness variable proved to have the most dominant influence on purchasing decisions
Conclusion
Research results show that brand awareness and perceive of quality influence the decision to purchase ILT, while brand associations and loyalty have no effect on the decision to purchase ILT. Brand awareness is the most dominant factor in the decision to purchase ILT. Recommendations that can be given are increasing the introduction of trucks by advertising on advertising media, print media, and online and promoting it so that I brand become the first brand that consumers remember when asked about trucks that can automatically increase ILT sales. Regarding the perception of quality, the company must continuously improve vehicle repair services to consumers by adding the number of Walking Workshop specifically for truck repairs, adding picket schedules to mechanics, adding Field Advisor, and increasing customer satisfaction that can be reached by repairing spare part supplies/vehicle parts, providing service costs that can be reached by consumers
